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Recent  research  has  found  clear  differentiation  between  views  of regular  and  occasional  European
consumers  of  organic  products,  with  distinct  regional  differences.  There  was  also  evidence  that  some
uncommitted  consumers  gradually  consume  more  organic  products  and  eventually  become  committed
consumers.  However,  most  research  focuses  on  regular,  loyal  or  heavily  committed  organic  consumers,
and scope  for  market  growth  based  on  occasional  consumers  has  gone  unexplored.  We  report  on studies
that, based  on  existing  literature,  explore  the  complex,  interdependent  and  subjective  nature  of  occa-
sional  consumers’  appreciation  of  organic  products.  The  ﬁrst  evidence  source  was  an  analysis  of focus
groups  of  occasional  consumers  conducted  in ﬁve  European  countries,  which  compared  quality  and  safety
attributes  and  production  and  processing  techniques  between  organic  and  conventional  products.  It can
be concluded  that  many  attitudes  are  very  product-speciﬁc.  The  second  was  a large-scale  survey  involv-
ing 5500  respondents  in 6  countries  of organic  purchasers,  each  answering  questions  relating  to  one  of
the four  products  featured  in the  focus  groups.  Past  purchases  of  organic  foods  were  recorded,  enabling
regular  and  occasional  organic  consumers  to be  identiﬁed.  Structural  equation  models  based  on  these
data enabled  description  of  a number  of statistically  signiﬁcant  differences  in  attitudes  and  beliefs  about
quality  and  safety  in food  products  between  regular  and  occasional  consumers  of  organic  foods.
 Roya© 2011
. Introduction
Consumers’ expectations, attitudes and perceptions about
rganic foods have been studied extensively, but a predominant
ocus has been on regular consumers, and there have been some dif-
culties in comparing consumer surveys from different European
ountries because a range of different questionnaires or survey
pproaches have been used. These have mainly focused on the qual-
ty and safety characteristics known to be recognized by consumers
f conventional foods (such as appearance, taste, packaging, micro-
iological safety and production, or trade system associated quality
eneﬁts such as ‘free range’, ‘GM-free’ and ‘fair trade’ [1,2]); also
mportant for organic consumers are the issues of proximity of pro-
uction, speciﬁc animal welfare standards, and nutritional beneﬁts
ssociated with different levels of processing of foods [3–5].
∗ Corresponding author at: School of Management and Business, Aberystwyth
niversity, Penglais, Aberystwyth, Wales, SY23 3DD, UK. Tel.: +44 1970 622251;
ax: +44 1970 622409.
E-mail address: pxm@aber.ac.uk (P. Midmore).
573-5214/$ – see front matter ©  2011 Royal Netherlands Society for Agricultural Scienc
oi:10.1016/j.njas.2011.01.002l Netherlands Society for Agricultural Sciences. Published by Elsevier B.V.
 All rights reserved.
The QLIF1 integrated project aims to improve quality, ensure
safety and reduce cost along the European organic and ‘low input’
food supply chains through research, dissemination and train-
ing activities. Reaching occasional (or light, or ‘new’) consumers
will be important for extension and development of the organic
market, which is a legitimate concern for public action to off-
set market failures in respect of the environmental impacts of
European agriculture [6].  This paper speciﬁcally focuses on the
ﬁndings of occasional consumers’ perceptions, expectations and
attitudes towards quality and safety of organic and low-input foods
to provide foundations for a strategy to develop and extend the
market for such foods [7].  This has been drawn from a review of
existing studies and some re-analysis of available data; identiﬁ-
cation of important quality and safety characteristics that were
omitted from previous consumer surveys; and design and imple-
mentation of a consolidated European consumer questionnaire
1 Improving quality and safety and reduction of cost in the European organic and
‘low input’ supply food chains, European Commission Funded Project FP6-FOOD-CT-
2003-506358. The authors were participants in Workpackage 1.1, Determination
of  consumer perceptions, expectations and attitudes about quality and safety of
organic and low input foods.
es. Published by Elsevier B.V. All rights reserved.
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poor value for money, a kind of half-life effect on purchases stem-
ming from food scandals, and ‘mainstreaming’ of organic products
in supermarkets. For most consumers, organic foods seemed to be
stuck in the development phase of the product’s life-cycle.4 P. Midmore et al. / NJAS - Wageninge
xploring relevant issues that used a common methodological
ramework.
The account that follows is divided into four sections. The ﬁrst
ection describes the results of meta-analyses (previous studies,
anel datasets and interview transcripts) that were undertaken
o prepare for the substantive research activity. The second sec-
ion analyses the results of focus group discussions held in ﬁve
ountries (France, Germany, Switzerland, Italy and the UK), which
ocused on occasional ‘uninvolved’ consumers of organic products.
he third section reports on the design and veriﬁcation of a concep-
ual model of consumer behaviour related to the characteristics of
rganic and low-input food that consumers regard as important
ndicators of food quality and safety. The ﬁnal section triangulates
hese approaches (each of which focuses on particular elements of
onsumer behaviour), using outcomes from one approach to val-
date those of another; and provides recommendations for future
evelopment of the organic and low-input sectors.
. Preparatory literature review and re-analysis of primary
ata
Up to the late 1990s, most consumer research in the organic
ector relied almost exclusively on self-reporting of attitudes and
uying behaviour drawn from quantitative surveys, and only lim-
ted qualitative empirical investigation of organic consumers. In
ddition, although numerous consumer studies had been under-
aken across Europe, there was limited pan-European research in
he ﬁeld, and it was difﬁcult to generalize ﬁndings from individ-
al countries. From 2000 on, a number of projects have reviewed
elevant literature (for example, [8–10]; and for QLIF [11]) and dis-
erned a range of methodological styles and reference frames, from
 direct focus on consumer attitudes and investigations of organic
uying behaviour, to conceptual social science studies of the role
f the organic sector in the context of social and cultural change.
While such studies had differences in approach, they were not at
ll mutually exclusive in terms of the issues that they highlighted.
trong ‘merit good’ features were associated with implicit qual-
ty dimensions: use of natural raw materials, welfare-orientated
nimal husbandry, and environmentally friendly land use and
rocessing techniques, which contributed not only to individual
ell-being in terms of healthy eating, but also to broader social
nd environmental goals. This complexity revealed at least two
ifferent, but related aspects of quality:
. Sensory and organoleptic attributes, experienced directly by
consumers, including size, colour, form, taste, smell and ‘feel’,
which, however, may  be of relatively peripheral signiﬁcance
since there was no guarantee that food had been produced
organically just because it smelled good or tasted differently.
Consumers were unable to assess the organic quality of food
simply from its physical characteristics, but needed reassurance
from credible industry standards that aided the perception of
‘extrinsic’ quality and also safety of organic foods. Certiﬁcation,
if working properly, should incorporate perception of organic
quality as a symbol of sustainable agriculture and healthy liv-
ing, interwoven with process-related quality and the use of safe
or natural raw materials. Indications existed that such attitudes
were encouraged by lack of faith in the conventional food sector.
. Intangible aspects of quality perception were critically impor-
tant to consumers, yet difﬁcult to evaluate. Beneﬁts were
associated with health, safety and environmental soundness, as
‘pure’ or natural food, as low-input products, and foods pro-
duced without using genetically modiﬁed technology. Ethical
issues included conservation, fair trade, third-world impacts,
animal welfare and local or regional production. ‘Feel good’nal of Life Sciences 58 (2011) 73– 78
factors were also linked to the desire to attain exclusivity;
conversely, purchasers might wish to avoid identiﬁcation with
certain types of consumers (for example, ‘hippies’). Mostly,
though, organic purchases exempliﬁed preferences for cleaner,
safer lifestyles, improved health and happiness and also respon-
sible and thoughtful contributions to community and the natural
environment.
It was possible to follow up on these themes by re-using two
sources of primary data. The ﬁrst source was  a dataset containing
information on household expenditures, supplemented by quali-
tative data provided by consumer panel members, for Denmark
(having highest per capita European organic food consumption)
and the UK (having the most rapidly growing market).2 The sec-
ond source was  qualitative market research data (focus group and
laddering interviews) undertaken by the OMIaRD3 project, which
contained much of interest on consumer motivations and attitudes
concerning general food quality and safety, and also low input and
origin-labelled products.
Within the panel data, consumers were grouped by level of pur-
chase (heavy, medium, light users and non-users). Two  factors of
particular interest emerged from its analysis. First, while average
organic budget shares in each group were stable (in Denmark) or
growing (in the UK), a signiﬁcant number of families moved from
one group to another. For example, in Britain, 25% of heavy users
in 2001 became medium users, 7% became light users and, most
surprisingly, 20% became non-users. Correspondingly, around 20%
who were non-users in 2001 had become light, medium or heavy
users by 2003. Around one third of those who  were heavy users in
Denmark in 1997 were medium users in 2001, or even (although to
a lesser extent) light users. Second, in Denmark, combining infor-
mation on various private and public good motives for consuming
organic goods with actual purchase behaviour (using simple regres-
sion and logit modelling, and a micro-econometric demand model),
private good attributes alone had a signiﬁcant effect on the organic
budget share; the contribution from stated public good attribute
values was  not signiﬁcant. Even though households more often
assign the highest values to public good attributes, it was valued
private good attributes that determined their purchases of organic
foods.
The qualitative data showed strong differentiation between
views of regular and occasional consumers of organic products.
Quality, for regular consumers of organic products, involved both
experiential and imbued characteristics, and relied on a belief that
these would be delivered by organic farming systems. For occa-
sional consumers, while they had the same concerns as regular
consumers, they lacked knowledge and adequate trust in certi-
ﬁcation as a means of assurance of quality and safety. Product
knowledge appeared low for regular as well as occasional con-
sumers, particularly of how organic products are produced and
processed and which characteristics are fundamental for the con-
sumer with regard to quality and safety. Committed consumers
would buy more products if these were available; lower growth
in purchases by occasional consumers reﬂected a perception of2 See also [12].
3 Organic Marketing Initiatives and Rural Development, European Commission
Funded Project QLRT-1999-31124: the countries for which qualitative data were
available were Austria, Switzerland, Germany, Denmark, Finland, France, Italy, and
the UK. Original data analysed in Zanoli [13].
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From the re-analysis that concentrated on quality and safety
ssues related to organic and low-input foods, consumers appeared
o have complex, vague and sometimes contradictory require-
ents. For example, consumers associated organic food with a
atural process and with food products that were either unpro-
essed or at least had a low level of processing, but modern lifestyles
emanded convenience products. With regard to safety, consumers
roadly agreed to its conception as a quality attribute rather than
s a separate food attribute. They connected safety with anxieties
bout possibly harmful substances but expressed little concern
bout real health risks. For food safety, organic standards and certi-
cation fell short in terms of consumer reassurance, at least for the
ncommitted. But for the committed, organic status was synony-
ous with quality, and attempts to improve it actually undermined,
r ‘conventionalized’ the underlying production frameworks [14].
here was a general presumption in favour of locally produced
ood (one possible candidate for ‘low-input’ status), but technical
nd standards development has not been primarily orientated to
hort, local supply chains. There were also clearly divergent con-
erns between ‘old’ and ‘new’ organic consumers that cannot be
ddressed at the same time: what turns ‘old’ consumers on can
e a turn-off for ‘new’ consumers, so there was a danger that any
edian strategy might alienate both groups. Also important was
he fact that alternatives existed (such as origin labelled products,
armhouse products, or direct sales from farms) that might compete
ith organic foods for ‘new’ consumers. Also, one means of extend-
ng the organic market may  involve development of processed
nd pre-packaged products that may  be demanded by occasional
rganic consumers, but may  be rejected by regular consumers
ho distrust the technologies involved. An in-depth exploration
f organic quality standards was thus indicated.
One key issue that emerged from this analysis was  the fact that
lthough regular and occasional consumers appear, in their self-
escription, to be quite distinct, when shopping behaviour was
bserved over time the movement between these categories was
uch more ﬂuid. These considerations were taken into account in
he primary data collection and analysis, which is reported in the
ollowing two sections.
. Trans-European focus group discussions involving
ccasional consumers
The key questions addressed by these focus group discussions
evolved around quality and safety of both organic and low-input
oods in a broader perspective. They concerned how consumers
eﬁne and construct meanings around the concepts of quality and
afety as they relate to organic and low-input foods, whether such
oncepts and meanings vary for different kinds of commodities,
he mechanics of consumer perception and behaviour regarding
rganic and low-input foods, and the role that quality and safety
haracteristics play.
Four focus group discussions were held in each of the follow-
ng ﬁve countries: France, Germany, Switzerland, Italy and the UK.
our model commodities were chosen for discussion (of which two
ere considered in each group discussion): bread, yoghurt, toma-
oes, and eggs. These products were chosen according to a number
f criteria: they allowed the exploration of different aspects of con-
umer choice; they included products perceived as being both high
nd low risk with regard to safety; they covered both animal and
egetable categories; and included at least one processed product.
n addition to these criteria, they were consistent with products
n which research had been conducted by European partners in
ther QLIF sub-projects within the pan-European study. Partici-
ants were selected for high food involvement, and recruitment
uotas were set on the basis of age, gender, consumption of thenal of Life Sciences 58 (2011) 73– 78 75
selected products, and speciﬁc instances of their consumption in
organic form (although committed consumers of the commodities
in question were excluded). Mention of organic products was min-
imized in recruitment screening, and avoided in the early part of
the discussions. All groups followed common facilitation guide-
lines, which involved discussion questions and prompts on four
substantive themes: (1) the criteria used when buying the two
food products under discussion, (2) whether disappointment had
occurred at all with the purchased products, (3) the inﬂuence of
production and processing techniques on quality, and (4) willing-
ness to pay for the product. Discussions lasted for up to 2 h.
The results (reported in full in Francois and Sylvander [15])
extended understanding of the attitudes and behaviour of occa-
sional consumers, drawing on discussions of the selected products.
There was  a clear difference in the way  in which meanings relat-
ing to food quality and safety in general, in relation to organic and
low-input products were constructed by occasional consumers in
comparison to the more extensive research results available for
regular, committed consumers. These differences emerged from
a discussion that was, as noted above, mostly unprompted with
regard to discussion on organic products. For regular consumers,
prior research had shown that taste and health were the main moti-
vations for buying organic products; organic was  the reference for
quality, and when buying food, although not always possible, was
always desirable. In contrast, occasional consumers who  took part
in this study did not regard organic as such a benchmark; if conven-
tional products did not meet their requirements, organic was one
among a number of alternatives when looking for better products.
Meanings of quality differed according to the products and place of
purchase.
Tomatoes, bought in supermarkets, did not meet taste require-
ments. However, the consensus was also that organic tomatoes
bought in supermarkets were also very disappointing, with poor
taste, more expensive and sometimes even of inferior quality com-
pared with conventional tomatoes.
Battery eggs did not meet welfare requirements. Some partic-
ipants experienced taste differences between battery and organic
or free-range eggs. Purchasing organic eggs from supermarkets met
welfare requirements.
For yoghurt and bread, participants desired taste diversity in pur-
chases; for desert, organic yoghurts were sometimes preferred, and
among wide diversity of breads for sale, organic was sometimes
an alternative for ﬁnding a good variety. Taste was  important for
bread, but health concerns were less evident; without prompting,
no participant mentioned pesticide residues as a consideration in
non-organic wholemeal bread.
Also for yoghurt and bread, chosen as representatives of pro-
cessed products, organic was  spontaneously linked to ‘naturalness’
in processing. Leavened or natural yeast was important for the lat-
ter, absence of food additives, especially gelling agents, for the
former. Animal welfare was  not as prominent with regard to
yoghurt as it was  to eggs.
For some, organic was an alternative to industrialized agri-
culture, which was  seen as resulting in poor quality food; water
contamination by pesticides and nitrates was  also mentioned in
France. In terms of safety, organic tomatoes and ﬂour for making
bread was  viewed as (almost) agrochemical residue-free, and as a
guarantee of absence of GMOs (thought to cause allergies); organic
yoghurt was  linked to absence of food additives; egg purchasers did
not closely link welfare to safety issues. Not all participants auto-
matically rejected any ‘dangerous’ production techniques, even GM
foods; consequently, willingness to pay for non-use of any technol-
ogy was limited.
So for fresh or lightly processed products, organic was seen as
a guarantee of the naturalness and purity of the food (without
pesticides, hormones, or antibiotics). Organic was  associated with
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reshness and a minimal level of processing, and thus linked to short
istribution channels, on-farm production, and self-production;
ndeed, some evidence existed of confusion in the participants’
inds between organic and any product purchased through short
istribution channels. With sporadic general distrust of long food
roduction, processing and distribution chains, ‘knowing the pro-
ucer’ was an important factor in the trust-building process. Some
articipants even produced or processed food themselves, as a
eans of assuring its quality and safety.
Furthermore, for some participants, organic was considered an
ssurance of food safety for processed foods, when farming or
rocessing techniques were suspected. For example, high spatial
oncentration of hens in egg production could be associated with
oor quality or even created an aversion to battery eggs. Conse-
uently, for some, free range or barn eggs were considered an
cceptable and cheaper alternative to organic eggs. Also there was
ome evidence that the BSE crisis had led to mistrust, not only
n the conventional beef commodity chain, but also in the whole
ndustrialized food chain.
Despite this mistrust, participants’ knowledge of agriculture,
ood technology and processing was mostly weak; furthermore,
hey did not immediately associate agricultural production tech-
iques with the ﬁnal processed products. Some participants were
een to become better informed, but others felt overwhelmed by
he quantity of information they needed to gather to make their
ood choices. Both attitudes might lead to reinforcement of organic
hoices in consumption. The latter desired to have a label ‘not to
ave to think when I buy my  food’ that provides insurance in food
afety and quality, without personal investment. The former, by
earning about contrasts between conventional and organic agri-
ulture, came to strongly reject some conventional techniques, such
s battery poultry production, use of antibiotics in animal feeding,
nd heavy agrochemical use in crop production.
Therefore, knowledge of conventional industrial techniques
ight be a strong incentive for some consumers to buy and eat
rganic food, if they can be persuaded to trust it to deliver good
uality and can be assured that the organic label provides such
 guarantee [16]. Long commodity chains, industrial agriculture
nd processing, and retailing through supermarkets were linked,
n some consumers’ minds, to proﬁt-seeking as the major goal. But
ot all low-input foods were associated with such inconsiderate
ndustrial methods, which explained participants’ interest in the
echnical and economic conditions that prevail in supply chains.
. Design and veriﬁcation of a conceptual model of
onsumer behaviour
The results reported here followed from the analysis of
ocus group discussions. Firstly, a conceptual model of consumer
ehaviour was designed that could be tested through the distri-
ution of a questionnaire. Then the questionnaire, which covered
he same commodities chosen for the focus group discussions, was
istributed in France, Germany, Greece, Italy, Switzerland and the
K. It provided data to test the model, and to identify character-
stics of organic and low-input food which consumers regard as
mportant indicators of food quality and safety. Analysis was under-
aken to conﬁrm the indicators of quality that people use when
hey are buying food, and to identify those that could be action-
ble with respect to supply chain agents; to measure the relative
mportance of quality cues on consumer satisfaction, perceived
alue and behavioural intentions through a structural equation
odelling (SEM) approach; and to identify consumer segments and
nter-country variations.
The questionnaire was organized into four thematic sections.
he ﬁrst section concerned consumer behaviour with respect tonal of Life Sciences 58 (2011) 73– 78
the speciﬁc food product that was  usually eaten in the household.
It contained a nominal multiple response measure of the outlet
where the product was obtained, and measures for the constructs
of satisfaction, likelihood of re-purchase, perceived value, sacriﬁce,
importance of quality cues, and perceived risk. The second section
concerned food in general. It consisted of a single construct with 11
measures of the importance of food attributes that were related to
the wider implications of food choice that may  be deﬁned as issues
concerning the consumer as a citizen. The third section dealt with
organic food. It consisted of measures relating to the frequency of
organic food purchase for eight product categories, future purchase
intentions for the same product categories, and a comparative mea-
sure of organic and non-organic foods with respect to a selection of
attributes that were also the subject of the measures of quality and
safety employed in the section on the speciﬁc food product. The
fourth and ﬁnal section concerned socio-demographic characteris-
tics of respondents. It contained nominal measures of the presence
of children in speciﬁc age categories in the household, education
level, area of residence, and annual household income.
A quota sample of 1000 completed questionnaires was dis-
tributed in Germany, France, Italy and the UK according to
ACNielsen marketing regions. The respondents were recruited
according to the criteria that they were adult shoppers who  reg-
ularly purchased one of the speciﬁed products. A quota of 250
questionnaires was  speciﬁed for each product type and additional
country speciﬁc quotas were speciﬁed for age, region, and gender.
In Switzerland a target of 700 questionnaires was speciﬁed, reﬂect-
ing the smaller population and the high cost of distribution. The
quota was split across four regions. No speciﬁc regional quota was
applied in the case of the Greek data although the questionnaire
was distributed in both the north and the south of the country.
The sample in all countries was  selected to approximate the gen-
der split for buying responsibility (approximately 70:30, female:
male).
The process undertaken produced a unique data set providing
comparative data across the six countries of attitudes towards food
quality and safety among European consumers. It is of particular
signiﬁcance as it includes the views of both regular and occasional,
or ‘light’, consumers of organic foods. The pooled data consist of
5720 valid responses, 1001 in France, 1001 in Germany, 1000 in
Greece, 1001 in Italy, 705 in Switzerland, and 1012 in the UK. The
composition of the sample in terms of frequency of purchase of
organic foods was  69% rare purchasers and 31% regular purchasers:
79/21% in France, 41/59% in Germany, 64/36% in Greece, 74/26% in
Italy, 63/37% in Switzerland, and 63/37% in the UK.
The ﬁrst stage of the data analysis involved obtaining frequency
distributions and descriptive statistics for each of the variables
investigated and comparing these across countries and products.
The second stage involved an investigation of the relationships
between and among variables. Cross tabulations were used to
examine associations between propensity to purchase organic
products and socio-demographic characteristics. Analysis of vari-
ance tests were used to test hypotheses relating to differences in
average scores across socio-demographic groups of respondents
and examine the differences between higher and lower propen-
sity organic consumers. The third stage concerned the use of a
structural equation model (SEM) to estimate the determinants of
consumers’ behavioural intentions in terms of constructs of sac-
riﬁce, perceived quality, perceived value and satisfaction. Models
were estimated for each of the four products and each of the six
countries and for countries in aggregate, resulting in 30 models in
total. A general model was  speciﬁed using a nested model frame-
work that permitted the testing of alternative models about the
nature of the inter-relationships between speciﬁed constructs by
imposing constraints on the path coefﬁcients. Hypotheses to test
four alternative models were developed. The alternative models
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ere deﬁned respectively as: the Indirect Model; the Satisfaction
odel; the Research Model; and the Value Model.
The results raise a number of issues that are of direct relevance
o low-input food producers, processors and marketers and from a
ider perspective, to food policy issues. There was  strong evidence
cross the products and countries that low-input characteristics
ere important to consumers as quality indicators. For example,
ogether with freshness and taste, free from chemical residues and
ree from artiﬁcial ingredients were regarded as of high importance
n indicating quality across all countries and products. Similarly,
naturalness’ and ‘free from GM ingredients’ occurred in the top
anked indicators for bread, tomatoes and yoghurt across Europe.
t the other end of the range of quality indicators, brand name and
rice – both important historically in the marketing mix  – were not
egarded as particularly important indicators of quality for bread,
omatoes and eggs and brand name and packaging were regarded
s the least important for yoghurt. The distribution of the ranks
f quality indicators across countries for all products and for each
roduct separately revealed that there was a clustering – an agree-
ent of ranking – at the top and bottom ends, but it was  around
he mid-ranked quality indicators that national differences were
vident. For example, ‘made with natural yeast’ was  regarded as a
elatively important indicator of quality in bread in Italy and France
ut was much less important in the other countries.
As the models of food consumer behaviour incorporated a
eries of quality indicators into an overall measure of consumer
erception of quality, the components of quality that display great-
st variation between consumers in their contribution to overall
erception can be identiﬁed. By implication, if these quality com-
onents can be ‘improved’ in the minds of consumers, this would
ave the greatest impact on the overall perception of quality, and
y implication, increase sales of the organic or low-input prod-
cts. One such example was the case of natural yeast discussed
bove. A second example was the case of eggs in Germany, which
howed high levels of variation in the perception of the ‘quality
f poultry feed’, ‘not massed produced’ and ‘outdoor production’.
ll offer opportunities for a marketing message to strengthen con-
umers’ perceptions of these attributes as indicators of egg quality.
n cases such as this there are opportunities to develop country and
roduct-speciﬁc marketing plans.
The data on the perceived risk arising from different processes
n the production and processing of the four products reinforced
he point that low-input processes were associated with lower lev-
ls of perceived risk, that is, low-input products were regarded as
eing safer. Furthermore, comparing organic and non-organic con-
umers, there were differences in the level of concern that they
xpressed. For example, consumers of organic products showed
igniﬁcantly greater concern than non-organic consumers over the
resence of GM ingredients in yoghurt in ﬁve of the six countries
urveyed.
Comparison of organic and non-organic consumers reveals fur-
her implications for the marketing of low-input products. For
ach country, and for each of the four products, product charac-
eristics consumers regard as most important as indicators of the
uality of that food product can be identiﬁed. These can then be
ompared with those product characteristics for which consumers
egarded organic products as superior to non-organic, and then
elect these for consumers who currently did not normally buy
rganic products. For example, in the UK, although non-organic
onsumers viewed organic products as being superior to con-
entionally produced products with respect to many aspects of
roduct quality, they regarded organic products as being ‘about the
ame’, or ‘worse’, with respect to providing a fair price to produc-
rs, appearance, shelf life and keeping quality, value for money,
ange of types available, and price. This clearly indicates those
spects of product quality that provide most scope for increasingnal of Life Sciences 58 (2011) 73– 78 77
sales to previously non-organic consumers. Furthermore, although
organic consumers, as one might expect, had a higher opinion of
organic products relative to non-organic consumers on all aspects
of product quality, their approval exceeded those of non-organic
consumers by the greatest amount in the case of just three of these
characteristics: value for money, fair price to producers, and price.
This suggests that it may  be these price-related features of organic
products where perceptions can be changed.
The estimated SEM models indicate that the approach was suc-
cessful across the 30 applications. There is variation in the speciﬁc
model that is appropriate for each country through the modiﬁcation
of the general model speciﬁcation to accommodate non-acceptable
signs or non-signiﬁcant relationships. The most common model
is that behavioural intentions are determined directly by satisfac-
tion, that satisfaction is determined directly by perceived value, and
that perceived value is determined directly by perceived quality. In
addition to these direct effects, there are a series of indirect effects
that involve the mediating effects of perceived value and satisfac-
tion. The most common effects involve the link between perceived
quality and satisfaction through the mediation of perceived value,
and the link between perceived value and behavioural intentions
through the mediation of satisfaction.
The results indicate that consumers believed they were buy-
ing ‘organic versions’ of food products to a much greater extent
than was suggested by known sales of certiﬁed organic prod-
ucts. This implies that consumers did not fully understand organic
certiﬁcation, and perhaps perceived products with low-input char-
acteristics as organic products. This may  indicate a latent demand
for organic products with a very favourable potential for mar-
ket growth that requires improved marketing communication. For
example, when the past propensity to purchase ‘organic’ versions
of a range of products is compared with the stated likelihood
of ‘organic’ purchase in the future, the country with the largest
increase in potential customers was Italy, which showed a 33.8%
increase between past purchase and likelihood of future purchase
of ‘organic’ across a basket of eight food products.
Not all of the implications that were brought to the fore by the
study are of concern just to marketers. For example, energy efﬁ-
ciency in production and supply, although considered of moderate
importance, was ranked fairly low by consumers. However, from
a public good perspective these results are important indicators
for governments and food policy makers and offer opportunities
for the development of improved communication with respect to
environmental aspects of food consumption.
There was  also, however, conﬁrmatory evidence from the
results that consumers do not necessarily trust the certiﬁcation
process and demonstrated higher preference for a product being
‘natural’ than being certiﬁed organic. In part this may  have been a
lack of understanding the certiﬁcation requirements and the mean-
ing of ‘organic’. However, it might also point to the value of focusing
marketing strategy upon speciﬁc characteristics of food products
rather than a basket of characteristics under a single label.
5. Conclusions
Both empirical studies reported above conﬁrm the implica-
tion of prior research that occasional consumers have different
expectations and attitudes of organic food compared with regu-
lar consumers. This holds true for all of the countries investigated,
with only differences of secondary importance existing for differ-
ent products. What emerges as a principal insight is that while
common concerns are shared by regular and occasional consumers
(relating to health, taste and other organoleptic attributes, envi-
ronmental impacts, fairness for the agricultural community and
suspicion of industrialized agricultural systems), occasional con-
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umers are less likely to connect these concerns solely to organic
roducts. They are much more likely to trade off different char-
cteristics and substitute other kinds of low-input products, and
he quantitative extent of these can be accurately estimated from
he SEM results. Both the focus group and SEM results conﬁrm the
ack of knowledge about organic production methods and certi-
cation systems, among both regular and occasional consumers,
irroring those found elsewhere [17–19].  These results suggest,
owever, that by providing a clearer deﬁnition for organic prod-
cts, and improving consumer understanding of the purpose and
ffectiveness of the organic certiﬁcation system, the tendency to
rade off organic for other low-input characteristics could be less-
ned, and market volumes increased. Passing the beneﬁts of scale
conomies that are achieved from growth in organic markets on to
onsumers in the form of lower prices would also make a signiﬁ-
ant contribution, as price sensitivity is a major issue for occasional
onsumers.
Although relatively understated, environmental concerns (par-
icularly relating to the impact of the transportation of food in
rocessing and distribution) could be connected to a re-localized
ood system in which organic production plays a major part. Food
olicymakers have made sustainable local systems an objective
f policy [20]. Notwithstanding the complexities of deﬁning local
ood (in terms of content from upstream suppliers and down-
tream intermediaries, and speciality dimensions of ‘traditional’
oods based on geographic origin), some interests have sought to
ntroduce more rigorous criteria for organic credentials. Within the
oil Association (the largest UK organic certiﬁer) a debate over the
ntegrity of organic branding has led to a consultation on options
o improve standards, ranging from labelling produce and carbon
ffsetting to an outright ban on airfreight. The report on the con-
ultation (Soil Association [21]) recommended not introducing any
mmediate restrictions, but monitoring the level of air-freighted
roducts bearing its logo, and working to reconcile development
bjectives with broader concerns about the general sustainability
f food. Although this decision not to implant further information
nto an organic label seems sensible, to avoid further confusion for
lready poorly informed consumers, it illustrates a central prob-
em in aligning the desires of consumers, which are transparent,
ith the necessary but complex information they need for differ-
nt products to attain those desires in relation to their food choices.
ot only is better technical information required [22], the challenge
s to create socio-economic content for the organic label that will
ct as a guarantee for the whole range of consumer concerns.
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